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RADIO, 


Radio has been called upon to fulfill a destiny that it has prepared 
for through years of peacetime service. e American radio has taken 
on a vital job. With transmitters throughout the nation reach- 
ing to crowded cities and remotest farms—wherever there 
are people—Americans are informed ...on the instant... 


of the victory effort. « Radio, the free American way, 


in war as in peace, is doing its job well: A vital job 
of linking a determined nation in an united ef- 
fort. e On the eve of the 20th annual con- 
vention of the National Association of 
Broadcasters, Station WLS salutes its 
fellow stations throughout the na- 
tion, proud of our affiliation with 
them in a common purpose— 
Victory, final and complete. 
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More than 100 types of 
tubes for use in Commercial 
Broadcasting, Point to Point 
Communication, Ultra High 
Frequency Transmission, Elec- 
tro Medical Apparatus, High 
Voltage Rectification and many 
Industrial Applications. 


— 
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Now, this isa WAR 


“A TOTAL WAR! A war in which the fighting man DEPENDS upon radio for his information, 
his orders and his very life. 


“And that odd-shaped bottle is an ultra-high frequency, high-power, air-cooled transmit- 
ting tube. Thousands of these, as well as other AMPEREX types, are in ‘front line’ service. 


‘Folks back home subordinate their civilian requirements to such military needs. It's an ‘all- 
out’ war calling for sacrifices from all of the people.’”’ 


AMPEREX ELECTRONIC PRODUCTS 


79 WASHINGTON STREET BROOKLYN, NEW YORK 


et All 3 th Hartford 


There’s no need to settle for one loaf in Effective Buying Income in 48 states. 


Hartford, when your appropriation can Write Wm. Malo, Commercial Manager, 
afford three! Get WDRC’s bountiful com- for the facts and figures. 

bination of coverage, programs and rate BASIC CBS HARTFORD 
—and do the big job called for in this 


important market. WDRC’s Primary 





Area is Connecticut’s ]st Market— more 


isi eo LE PIONEER BROADCASTER 
than a million people with the highest = : 
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NEW ORLEANS 





50,000 watts - - clear channel 





It’s interesting to know that your Deep South programs 








over this 50,000-watt, clear-channel station will be 









Get better results in the big farm 
markets (without being soaked) by 
using KFAB. Farm listeners like 
KFAB. It’s ‘‘their’’ station. You can 
“clean up” on Monday or any other 
day. You need KFAB for thoroughly 
bright, sparkling sales throughout 
Nebraska and her neighboring states. 


heard and appreciated in the depths of the Canadian 


wilds and by long-distance fans everywhere. 












But it’s far more important to realize that through 
Pp s 


WWL you dominate New Orleans and a big slice of the 





prosperous Deep South. 








The greatest selling POWER 


in the South’s greatest city ae See Saas pr 


Ed Petry & Co., Nat'l Rep. 





CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 
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BLACK DIRT AND BEETHOVEN 


Soup you happen in Frank Jenkins’ 
home anytime soon you'll probably be im- 
pressed with a Louis XIV chair, a library 
including the works of Shakespeare and 
a period cabinet modern radio. Frank, 
lean and bronzed, will prove a delightful 
conversationalist, discussing with equal 
ease, Socrates and Schopenhauer or black 
dirt and Beethoven. 


No, Frank Jones is no college professor, no 
industrialist, or man of the arts. Frank is 
one of the six million farmers who have 
been educated, entertained, and enriched 
through the speakers of their 9,470,900 radio 
sets. 


Yes, the old adage is true. 
“Radio has meant a lot to the 
farmer.” But there is another 
side to the story. 


“The farmer has meant a lot 
to Radio.” 


HARRY L. STONE, Gen'l. Mgr. 
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OM NASHVILLE, TENNESSEE 


OWNED AND OPERATED BY 
THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY, 


NATIONAL REPRESENTATIVES, EDWARD PETRY & CO., 


Enthusiastic and loyal, he and his family 
are the most consistent and avid radio list- 
eners of any single group in the United 
States. They respond quicker and in great- 
er numbers to advertisers’ messages than 
any other radio class (witness, for example, 
the 60,000 letters that poured into WSM 
week after week in response to one farm 
show ...the “Grand Ole Opry.”) 


This unswerving faith has played such an 
important part in the success of Radio that 
advertisers competing for their share of the 
farmers’ $10,352,000,000.00 spendable in- 
come rarely ask: “What medium?” Rather 
... What station?” 


A part of the great Fifth Es- 
tate, WSM, whose coverage 
is half urban and half rural, is 
grateful to the American 
farmer for his zealous loyalty 
to WSM and WSM advertised 
products. 


INC. 





May 11, 1942 





e Page 5 


lis and medals for 


WV" used to getting Sco 
rams — that’s our regular pusiness- 


our prog 
are getting aW ards for promotion and 
t we give our clients’ programs! 


But here we 
publicity suppor 
al Radio Exploitation Sur- 


—and CBS 


In Billboard's Annu 
\ networks 


ong al 
ublicity Survey: 


Billboard Pp 


lls exploit ation, h 
fully planned 


vey, CBS was first am 


was first again in the 
What Billboard ca owever, We 
call program promotion —a care 
tin sponsored 


campaign to stimulate 


programs. Ii’s part of the se 


ns voluntarily give to clien 


ts — something not 


tio 
called f 
All of whic 





or in contracts — just 


h indicates thatt 


atudios,“mikes and antennae 


our network than 
nuch more than time. 


_..that our clients get! 


Moreover four individual Billboard awards were made to 
CBS stations: 

WEEI, Bosto: first place among regional etations for 
program exploitation; second place to KLZ, Denver: 
KNX, Los Angeles. first place for outstanding exploita- 
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The path of the pioneer is fraught with peril but the reward for success 
is high. On December 1, 1941, WMCA began to broadcast hourly news 
bulletins from The New York Times. We felt it was a sound decision: 
The listener could easily remember the time (every hour on the hour), 


the news source was of the highest integrity and the station could be 
quickly located (first on your dial). 


WMCA’s pioneering has been richly repaid. Two separate surveys 


made in March 1942 by Crossley and Fact Finders reveal almost 
identical results: 


351,360 different homes listen to New York Times 
news bulletins on WMCA every day. 


More people are listening to WMCA and more advertisers are spending 
more money because more listeners are buying more of their products. 
That’s what we term an unvicious cycle and that’s why WMCA, today, 
is the number one station for any New York spot schedule. 


America’s leading independent station WMCA New York 


First on your dial...now first for news 


Western Representative: Virgil Reiter & Co., Chicage 
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America is depending on its Broadcasting System—and on 
you men of radio who direct this tremendous power —to 
set the whole nation in motion, to inform, to cheer, to 
strengthen the will to win. 

Western Electric has provided many of the facilities for 
accomplishing this important task. Western Electric takes 


o much-so fast? 


even greater pride in its present job of producing vast quan- 
tities of communication equipment for the United Nations. 


DISTRIBUTORS: In U. S. A.: Graybar Electric Co., New York, N. Y. In Canada and Newfound- 
land: Northern Electric Co., Ltd. In other countries: International Standard Electric Corporation. 


Western Electric 












“* CLEAR CHANNEL + 
BASIC BLUE NETWORI| 



























The station is new . . . the 
technical facilities are the 
finest. More important is the 
personality behind KXEL. He 
is an old and respected friend 
of the lowa radio audience. 
With 50 K.W. clear channel, 
a potent voice carries your 
broadcast message to the 
heart of the world’s No. 1 
agricultural area. It is a 
market with tremendous 
purchasing power . . . rich 
.. active . . . receptive. 


JOSH HIGGINS 
BROADCASTING C0. 


Joe DuMond, President 
Insurance Building 
Waterloo, lowa 








H HIGGINS SAYS: 


jos a ll 





of 


this area ” 
means so much. 














REPRESENTED B Y JOHN BLAIR & CO: 
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ANOTHER GOOD REASON ‘ 


| £ ‘a Well over 2,500 musical selections in the Basic Library . . . Meets 
a we every musical program need without tiresome repetition of selections 

. an endless procession of well-balanced programs... basic kept new and fresh by 
constant deletion of old and outmoded music. 


» 9 ™ Every selection is recorded by the definitely superior Ortha- 
, coustic method, which provides a frequency range of from 
30 to 12,000 cycles, with the absolute minimum of distortion . . . the utmost in realism 





. .. Discs made of the new wonder material, V-257 . . . unbelievable wearing qualities, 











amazingly low surface . . . Superior quality is confirmed by the many FM stations now 
using Standard. 


> Mi J) / R / Standard Radio supplies far more selec- 


tions each month than any other service 
... over 100 every month, released twice each month to assure freshness... In addition 
to adequate coverage of ASCAP music, Standard still supplies the largest monthly 
release of BMI and non-ASCAP music. 









































ciated under war conditions 


4 G) d, e y 9 y ‘ More valuable, more appre- 


then ever before is Standard’s time-and-trouble-saving filing and indexing system... 
Today, when stations are on the air more hours per day, often with depleted staffs, 
program directors rely on Standard’s simple yet complete filing system to help them 


build programs and assemble discs with a minimum of time and effort . . . No other 





system offers as much information on selections, or in such available form. 


5) S The Standard Radio Program Library is famed for 
e~ “the commercial touch”. . . the vast musical re- 
sources of the Library lend themselves easily to the creation of sparkling, spon- 
sorable shows, and Standard’s Continuity Service provides a wealth of ready- 
built shows (64 per week), which are complete to original opening and closing 
themes! 





_. STANDARD RADIOS 
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En Secggi s impressive list of ‘‘big-names” is tops in transcriptions: 
amed »., Noble and his Orchestra, Bob Crosby and, his Dixieland 
Band, Alvino Rey, Freddie Martin, Jack Teagarden, Duke Ellington, Ozzie Nelson, Abe 
Lyman, Dave Rose, and Ted Fio Rito—the brightest stars in the popular music firmament 


. .. and names of equal brilliance in the Concert, Vocal, Novelty, Instrumental and 
Hillbilly fields. 


+ 
~ 


That rarest of all radio attributes—Showman- 

ship—characterizes all Standard Radio produc- 
the result of inspired selection of talent and its unique projection . . 
touch of the different and unusual in Standard Radio . . . a distinctive “ 
that catches on with both sponsors and listening public. 


tion... . There is a 


something” 


Offered as a bonus to Standard Radio 

subscribers, Standard’s SPOT-ADS are often 

a worth-while source of increased income—especially significant in these times . . . 
These short, clever dramatized commercials are readily salable to leading classifications 


of local sponsors, and are being. used with sensational success by hundreds of stations. 


* News stories, glossy photographs and news- 
9.) paper mats on all outstanding Standard artists 
are supplied in kit form . . . Twice each month fresh material is supplied 
on new artists or releases. 


ro 10- ms oo list 


In the last analysis the measure of the merit of any library service is its list 
of subscribers . . . Standard Radio has more subscribers than any transcrip- 
tion library service: 278 stations in the United States, 10 in Canada, 8 in 
Mexico, 3 in South America, 7 in Central America, 1 in Hawaii, and a few 


others like Singapore, Manila and Radio-Paris... who will be back later! 


















































ONE OF A SERIES PRESENTING THE MEN WHO MAKE FREE & PETERS STATIQ) 


ARTHUR B. CHURCH 


PRESIDENT, AMBO, KANSAS CITY 
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1913-1916— Wireless amateur in school and col- 
lege; attained U. S. Radio Operator’s 
License Commercial First-Class; built 














Stations 9WU and 9YO; sold radio i t 
equipment by radio to amateurs and 1, s 
schools. One of the first, if not the convent 
ym first, to = SRB 8° themsel 
917-1919 — Organized radio training at Gracelane - 
College; enlisted in Signal Corps and time ke 
taught radio until after Armistice. The 
1920 — Founded Central Radio School and gavel \ 
Central Radio Company. Sold first i 
““factory-built’’ DeForest radiophone blue rl 
station in Mid-West. on han 
1921-1936 — Built WPE, now KMBC, 16th Basic will be s 
Station CBS; first affiliate to originate 
daily Coast-to-Coast network pro- nary 8p 
grams on CBS and telecast same cause th 
locally. Active in industry affairs; apprecia 
10 years Director or Officer of NAB. a war e 
1937 — Founded Midland Radio & Television 
Schools now training 5,000 enlisted ance of 
men yearly. as a sor 
1942— Member: Executive Board, Communi- offensive 
cations Advisory Board, Public Rela- 
tions Advisory Board, Kansas City 
Civilian Defense —and very active 
President of KMBC. Were 
all-out 
a get the 
EXCLUSIVE REPRESENTATIVES; regulat 
WGR-WKBW .. . . . BUFFALO : | 
WCKY . . 1D Gincinnan fap 2008 & 
ME 6 ee ee ee 3 greeme 
WDOAY . . 2 0 6 «@ @ » see ment | 
WISH . . INDIANAPOLIS which , 
WKZO , KALAMAZOO.GRAND RAPIDS ' 
KMBC . . . . KANSAS CITY Is on, 1 
© don’t know who coine vords indivi ty re at Free & Petera. w WAVE . . .. LOUISVILE TER be sim 
J E lon’t ow ho coined the word individuality 7 He re at Free & Pe ters, we are | go: MiniEAFoUts st He _~ 
station personality’, but we do know that constantly striving for a corporate “distinc- )  wINS .. w ta F Pp 
: d : : cos ee iene ‘ a ae i <i MMi lownw 
Arthur Church was about the first man in tion of person” that is a little bit different : — oC ee ciestte 
America to develop such a thing for his from that of any other outfit in this business WFOL ... . - . . . SVU 
station. To begin with, it was Arthur Church of radio-station representation. We want to — -°- 1OWA. * DES MOINE from 
who pioneered many of the industry's be known for the thorough, competent, woc .... . . . DAVENPOR [i dently 
ee 8 a , KMA » oo ee «) SHENANDOAH rule” 
present-day ethical standards, by which the dependable and “heads-up” job we do. We eeutiieien 4 
radio listener is now so universally assured want to be distinguished by the sincerity WCSC .. . . . .. .CHARLESTON litees 
p * IA 
of clean and palatable entertainment. With and trust- worthiness of our policies, ours ae Deed — fuller 
that philosophy, with the famous Arthur B. recommendations, and our people. WDBJ . . . . . « « « ROANOKE TER reflect 
Church Programs, and a dozen other individ- , : ‘ ... SOUTHWEST... vance 
; . a : Merely io feel that way is. we believe, fairly KOB . . . . . . ALBUQUERQUE elever 
ual features, Arthur Church’s KMBC has Rss the ieee : KOMA - OKLAHOMA cm 
ae distinctive. And judging by the way our laid ie Arne: 
originated more than 3000 network shows — Sta ki: ‘Gcaiianiilaens. <iees, stele’ au . a 
us ess Ss eas . ¥o ces ¢ 1 9 @ 
hie built a station personality that is unique . Se - + « PARSE COAST. ExeSNO dent 
advertisers recognize the distinction, too. KARM . ee : Eis 
in America. ; : ; : ‘ KECA .... . . LOS ANGEL comn 
That’s what gives us the biggest kick of all, KOIN-KALE . . } PORTLAND a 
Personality”, according to Webster, is that here in this group of pioneer radio-station a. OAKLAND-SAN — recor 
which constitutes distinction of person; representatives. and WRIGHT-SONOVOX, Inc. f year. 
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PREE & PRTERS. 


Pioneer Radio Station Representatives 


Since May, 1932 






~ 


CHICAGO: : 80 N. Michigan NEW YORK: 2:> Park Are SAN FRANCISCO: 
Franklin 6373 P 






11 Sutter HOLLYWOOD: : 5:2 N. Gordon ATLANTA: 322 Pa/me' 


laza 5-4131 Sutter 4353 Gladstone 3949 Main 5667 
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